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4 ࡘࡢ P(〇ရ㸻Product, ౯᱁ Price, ࣉ࣮ࣟࣔࢩࣙࣥ=Promotion, ὶ㏻㸻Place)ࡢ࠺ࡕࠊࣉ࣮ࣟࣔࢩࣙࣥ
࡟㝈ࡽࢀ࡚࠾ࡾࠊ௚ࡢ 3P ࡢ᝟ሗࢆࣉ࣮ࣟࣔࢩ࣭࣑ࣙࣥࢵࢡࢫࢆ㏻ࡌ࡚ࠊᾘ㈝⪅࡟ఏ࠼ࠊ㟂せࢆႏ㉳
ࡍࡿࡇ࡜ࢆ୺┠ⓗ࡜ࡋ࡚࠸ࡓ(Delozier,1971; Webster, 1971)ࠋ










































(ฟᡤ㸸 American Marketing Association(2008) Immediate Release) 
ᐃ⩏
ⱥᩥ
㸦 Marketing is 㸧 the performance of business activities that





㸦 Marketing is㸧 the process of planning and executing the
conception, pricing, promotion, and distribution of ideas, goods







Marketing is an organizational function and a set of processes
for creating, communicating, and delivering value to customers
and for managing customer relationships in ways that benefit







Marketing is the activity, set of institutions, and processes for
creating, communicating, delivering, and exchanging offerings
















































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































 Dance and Larson (1976)࡟ࡼࡿ࡜ࠊࢥ࣑ࣗࢽࢣ࣮ࢩࣙࣥ࡜࠸࠺ᴫᛕ࡟ࡘ࠸࡚ࡣࠊ◊✲㡿ᇦࡸ࢔ࣉ࣮ࣟ
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SUMMARY
In recent years, the role of advertising should change accordingly with changing of marketing environment. In
this paper, we consider multiply and clarify the change of the role of advertising through the viewpoint of
marketing communication and communication theory. As a result, this paper shows factors of advertising
effectiveness and the importance of psychological effect of advertising.
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